The general disenchantment with command-and-control mechanisms led to pressure to experiment with tools of deregulation which encourage the desired behaviour through financial incentives rather than through legal coercion. Eco-labelling can be seen as a representation of this trend to deregulate environmental protection by allowing industry to make the decision of whether or not to apply for the label and allowing consumers to decide to shop accordingly. Eco-labelling aims to identify and promote products that have a reduced environmental impact when compared to other similar products. It is a voluntary method of environmental performance certification and labelling that is practised around the world and functions through the co-operation of the three sectors: industry, consumers and eco-labelling authority. This paper will look at Germany's Blue Angel, a national eco-label, and the European Flower, the eco-label for the European Union, to determine whether eco-labelling can be considered a successful mechanism of deregulation.
Introduction
Eco-labelling aims to identify and promote products that have a reduced environmental impact when compared to other similar products. It is a voluntary method of environmental performance certification and labelling that is practised around the world and functions through the co-operation of the three sectors: industry, consumers and eco-labelling authority. The eco-label is a label which identifies overall environmental preference of a product or service within a specific product/service category. In this paper, eco-labelling will be discussed as an aspect of deregulation and an alternative to a significant set of environmental regulation and as such it will be determined whether it succeeds in providing a suitable substitute for command-and-control mechanisms. This will be done by comparing two eco-labelling programmes and discussing their success and failure.
Not without good cause have the 1990s been titled 'The Decade of the Environment.' 1 On one hand, threats to the environment have constantly been arising from various sources, whether from stratospheric ozone depletion, accumulating waste or urban smog. At the same time, public concerns about the state of the environment have been steadily growing, reaching heights not seen since the beginning of the 1970s, when environmentalism came to the fore and governments began to respond and to regulate environmental protection.
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A general disenchantment with the command-and-control mechanism of standard-setting through law, however, led to pressure to deregulate and to encourage the desired behaviour through financial incentives rather than legal coercion.
At the same time, consumers became steadily aware of the damage being done to the environment through consumption and started to look for less environmentally harmful products. With the rise of the willingness to 'buy green' came the public demand for better product information. This in turn led to the phenomenon of so-called 'green marketing,' where manufacturers began to place environmental claims on their products. Also, governments and private organisations, dubbed the eco-labelling authorities, started testing products for their environmental friendliness and awarding labels to those products meeting their standards. Thus, environmental labelling or eco-labelling came into existence The theory on which eco-labelling is based is that, starting with a number of products that fulfil the same purpose, some of them might prove to be less harmful to the environment than others. Eco-labelling was intended to provide consumers with the information they require while shopping to make an informed choice between products. Thus, eco-labelling fulfils a preventive function by providing environmental information about the products consumers can choose from. This paper will look at Germany's Blue Angel, a national eco-label, administered jointly by the Federal Environmental Agency (FEA) and the RAL (German Institute for Product Safety and Labelling), and the European Flower, the eco-label for the European Union (EU), governed by the EU Ecolabelling Board (EUEB) and the Commission. The reason for considering the German ecolabelling scheme is that Germany is the country with the greatest experience in eco-labelling, being the first country to introduce an official eco-label in 1978. Also, experience has shown that German consumers make frequent and continuous use of the eco-label as a means of obtaining product information and shopping accordingly. In 1999, 3800 products and services had been awarded the Blue Angel. 2 The European eco-label will be taken into consideration for much different reasons. The programme has only been in existence since 1992, 14 years later than the German scheme, and it can be considered a very ambitious project, introducing one eco-label for the common market, which, at the outset, intended eventually to replace all national labels within the EU.
Policy instruments for improving environmental quality
The growing demand for a cleaner environment has led governments to react by finding a variety of methods and tools to regulate the area of environmental protection. These tools range from fully regulated policy areas to the use of so-called soft policy instruments, i.e. from instruments of regulation to deregulation.
Among the distinctions to be made in the context of regulation, the most important is between administrative regulation and deregulation. Administrative regulation, as the name suggests, means legislation established by the government through the medium of administrative law, while deregulation involves non-governmental participation.
Within administrative regulation, policy makers have the range of command-and-control instruments to hand. The usual form this takes is standard-setting, which remains the dominant form of regulation. Most often, this is about quality standards, to which suppliers of goods or services must adhere. If they fail to do so, sanctions are imposed.
When governments first began to follow the demand for environmental protection, they tended to regulate through command-and-control mechanisms. Examples for this type of regulation are the various pieces of legislation adopted in the area of environmental law. Examples include initiatives such as the Umwelthaftungsgesetz (environmental liability statute) in Germany, the Environmental Protection Act 1990 in the United Kingdom and, on a European level, Council Directive 96/61/EC of 24 September 1996 concerning integrated pollution prevention and control, Council Directive 98/83/EC of 3 November 1998 on the quality of water intended for human consumption and Council Directive 92/43/EEC of 21 May 1992 on the conservation of natural habitats and of wild fauna and flora.
There are both negative and positive aspects to these types of administrative regulation. First, command-and-control mechanisms need excessive bureaucratic centralisation. 3 Second, they are deemed to be very rigid and to leave little or no room for flexibility. A third important drawback is that rules and regulations invariably lead to litigation. 4 The only possible solution for these problems would be to make the standards less severe and to ease enforcement. This, of course, would go against the aim of the regulation, as it would mean sacrificing a high standard of environmental protection.
Command-and-control regulation still has an essential advantage, however, as sometimes only strict prohibitions will achieve a particular goal of environmental protection. An example for this is the prohibition of dumping waste in protected areas.
Still, the general disenchantment with command-and-control mechanisms led to pressure to experiment with tools of deregulation which encourage the desired behaviour through financial incentives rather than through legal coercion. Recent years have seen a growing interest in the use of a wider range of instruments, and in particular co-operation with a more flexible approach to environmental protection. These co-operative approaches function on the basis of giving producers an incentive to search for more environmentally friendly methods of manufacturing. 5 One example for the trend towards deregulation mechanisms in Germany is the Dual System or Green Dot (Duales System oder Gruener Punkt). Duales System Deutschland AG is a private enterprise organised as a non-profit company with the aim to prevent and/or recycle product packaging. Manufacturers pay a licence fee to obtain the right to carry the Green Dot trade mark on their packaging. Dual System then organises the collection, sorting and recycling of packaging waste in Germany with the support of around 400 waste-management partners.
In the United States, politicians realised the possible role co-operative approaches could play for the environment from the beginning of the 1990s. Two senators sponsored a study (Project 88-Harnessing Market Forces to Protect Our Environment), the U.S. Environmental Protection Agency established an Economic Task Force and amendments to the Clean Air Act introduced marketable permits. 6 In the European Union, attempts to deregulate existed at first only in the form of 3 STEWART, R. B. (1988) Traditional market-based instruments can roughly be divided into four categories, namely pollution charges, government subsidies, deposit-refund systems and marketable permits. Pollution charges make the manufacturer pay a price for polluting and thus induce a behavioural response. The second category, government subsidies, can be described as the opposite of pollution charges. Firms receive money for reducing the harm to the environment. Examples are grants or interest-free loans for the purpose of acquiring particular equipment. The third category is the deposit-refund system. On buying a potentially polluting product, the consumer pays a deposit. For disposal, the product is not thrown away but brought to an approved centre for recycling or proper disposal, where the consumer receives his deposit back. With marketable permits, the fourth category of market-based instruments, a maximum allowable pollution level is determined and firms are given a respective number of permits. If a firm is keeping its pollution below the maximum level, it will have permits to spare. These permits can then be sold to another firm which has exceeded the maximum pollution level. Thus a firm with a more environmentally friendly manufacturing process can profit from that fact by selling permits.
Market-based instruments are characterised by several factors. Usually, they contain financial transfers between community and polluter or they create new markets. Examples of the first category are charges for pollution, deposit-refund systems and government subsidy elimination. Marketable permits are an example of the second category. 11 There is a possibility of making use of marketbased instruments as an isolated instrument; however, more often market-based instruments are used in conjunction with other instruments. Often, a market-based instrument is applied together with direct regulations; sometimes two market-based instruments are combined. 12 Eco-labelling can also be seen as a representation of this trend to deregulate environmental protection by allowing industry to make the decision of whether or not to apply for the label and allowing consumers to decide to shop accordingly.
One feature, which places eco-labelling into the context of market-based instruments, is the financial transfer between community and polluter. The polluter, in this case the manufacturer, pays the eco-labelling agency a fee for being allowed to display the label on his product, showing that it is relatively environmentally friendly. Another aspect is that the use of this market-based instrument also has an effect on the economy. The eco-label can give manufacturers an advantage over competitors, who have failed in their application for the label, by making use of the consumers' desire to 'buy green,' when the label is used for advertising the product. Through this advantage, the manufacturer should be able to gain a higher turnover than his competitors, resulting in more profit and thus direct financial gain. Thus, the eco-labelling scheme provides a financial incentive to manufacturers. Such incentives-without the element of compulsion-are the most characteristic feature of marketbased instruments. Therefore, the aspects which place the label in the context of market-based instruments of environmental protection are the financial transfer, the eco-label's effect on the economic situation of the manufacturer and the financial incentive the label provides. Also, eco-labels are completely voluntary on both the side of the manufacturer and the side of the consumer. No manufacturer is forced to change his products and to apply for the label-it is left strictly to him to make use of this marketing possibility. Likewise, no consumer is forced to buy products carrying the eco-label. The labelling scheme relies entirely on the consumer's environmental conscience.
Environmental consciousness
Eco-labelling, like every other measure designed to protect the environment and which requires the support of the general public, can succeed only if people are environmentally conscious. Environmental consciousness e.g. includes knowledge of what being a consumer means for the environment, awareness of the damage that waste disposal creates and, crucially, knowledge that an eco-label is evidence that a product causes less harm. The more the people's positive attitude towards the environment is reflected in their buying behaviour, the greater the need for environmentally friendly products. Furthermore, the readiness to act must exist. Because of the extent of choice open to shoppers, effectiveness of an eco-label depends on the willingness of consumers to behave in an environmentally friendly way by buying products that cause less harm to the environment. On the other hand, the eco-label depends just as much on the willingness of the manufacturers to offer ecological products in response to consumer demand and to use the products' environmental friendliness as a positive factor in advertising.
Research has identified three dimensions to achieving an understanding of environmental consciousness: knowledge about the environment, attitude towards the environment and environmental behaviour. 13 Knowledge about the environment refers to the state of knowledge and information a person has about nature, about trends and developments in ecological matters as well as about methods and developments concerning environmental questions. Environmental attitude means fear, outrage, anger, normative orientation and willingness to act and being emotionally engaged in consideration of the perceived problems with all of those tending to consider the current state of the environment as unacceptable. Finally, environmental behaviour means that day-to-day activities are undertaken in an environmentally friendly way.
The standards for awarding the eco-label
One common characteristic of all eco-labelling systems is the essential requirement that standards need to be established against which to assess the various products applying for the label. Thus, a basis is established for the entire awarding procedure. The awarding process for the Blue Angel and the European Flower is rather similar, with variations only in the standard-setting and awarding bodies. These differences, should they prove to be pertinent for the success or failure of the respective programme, will be discussed in Section 4.
There are three steps for establishing the standards that all eco-labelling systems have in common. These three steps are as follows: establishing the product categories; examining the product 132 R. GERTZ according to the harm it can cause to the environment and what aspects of its life cycle need to be taken into account and, finally, determining the standards that each product applying for an eco-label has to fulfil.
The determination of product categories
First, the product categories need to be established. This step is necessary because the environmental friendliness of a product can only be determined relative to other products. 14 The product categories are grouped on the basis that all products which are meant for a similar purpose of use belong to one category. It is what Roller calls the 'principle of functional equivalence.' 15 Only by determining product categories can there be any assurance that the basis for the comparison between products applying for the eco-label is determined objectively. All products to be considered for the label will get the same opportunity to apply for the label and the more environmentally friendly products can be identified and the labels awarded. 16 
Assessment of environmental impact
After the product category has been determined, the type and degree of harm to the environment caused by the products in this category are examined. The way this examination is performed varies within the different systems. Some eco-labelling systems restrict themselves to the examination of only limited parts of the product's life cycle. Other systems are much more complex. These more complex systems apply the so-called life cycle assessment (LCA). LCA is also called the 'cradle-tograve' approach because it looks at the complete lifespan of a product.
The exact definition of LCA as given by the American Environmental Protection Agency is:
'a concept and methodology to evaluate the environmental effects of a particular product or activity holistically, by analysing the whole life cycle of a particular product, process, or activity.' 17 A complete and thorough LCA rarely occurs in eco-labelling programmes. Most systems use only some aspects by performing what Staffin calls a 'streamlined' LCA approach. 18 This means that some parts of the life cycle of a product are examined more closely and in-depth than others, mostly the parts deemed more significant.
The determination of evaluation criteria
After LCA or its streamlined version, standards are established regarding the more significant impacts identified by the review. These standards set out the requirements that each product must fulfil in order to be awarded the eco-label. The standards also fulfil the purpose of making the awarding of labels more transparent by showing exactly what is being examined and evaluated. 19 The standards are usually valid for a limited number of years, after which a revision takes place to determine the changes technological progress has made in the product or the manner of its manufacture. These standards are the centre-piece of all labelling systems. As Salzman points out in his report for the Organisation for Economic Co-operation and Development (OECD), the standards need to be 'credible and respectable from the consumers' perspective.' 20 This is because it is through the criteria that consumers determine which products they will acquire.
The standards can be very specific and technical, depending on the product category. They can establish the maximum amount of certain materials that a product should contain or the standard of the manufacturing process. Sometimes an eco-label will be awarded based on a single standard like recyclability, e.g. when all products of the category show the same negative impact on the environment during the rest of their lifespan. 21 There are several possibilities as to the level the standards can take. One possibility is to set the requirements so high that it is impossible for any product to fulfil them. This would mean that producers would have to change the environmental impacts of their products. Until now, however, no eco-label has taken this approach. 22 The second option is to set the requirements at a level where it is possible for just a few products to achieve the label. Thus, a standard of significant environmental benefit is set. Some programmes have the additional requirement that the products that achieve the label must have the potential to gain a major benefit from the label concerning market share to increase the incentive for manufacturers. Hence, the marketing appeal of the label is taken into consideration. 23 
Awarding of the label
After the standards have been established and the product categories made known to the public, manufacturers can begin to apply for the label. In order to prove that all requirements are met, the product is tested against the standards. This testing can be done in the manufacturer's own company, or in an independent laboratory. Once the product has been tested successfully, a contract awarding the eco-label and determining the conditions of its use in advertising is made between the manufacturer and the eco-labelling authority.
Eco-labelling-a success story?
In an ideal world, the eco-labelling programme provides a strong case for deregulation, being a useful tool for both consumers and manufacturers. Consumers consider the eco-label for all shopping decision-making and manufacturers improve their processing mechanisms and use of material to meet the criteria set by the eco-label. Their turnover increases due to consumers actively looking for the eco-label when shopping. However, in reality, several factors play an important role for any eco-labelling programme to be a success and thus a functioning example of deregulation. 24 Participating member states were Germany, Norway, Italy and Spain. The project aimed to analyse conditions under which environmental information programmes are an effective tool for sustainable development, to assess the experience with such programmes in different European countries and to determine the relationship these programmes have with business strategies and market conditions. Furthermore, the project's objective was to find strategies to link such programmes with other measures of integrated product policy and to explore how these programmes can be applied to realise sustainable consumption patterns, create green markets, to foster innovation and development of green products and services and to implement multi-stakeholder initiatives.
The DEEP study consisted of consumer surveys, workshops and case studies and provides the most up-to-date results for both the Blue Angel and the European Flower. All the relevant issues that allow an eco-label to succeed were considered during the study. The areas most vital for any eco-label to succeed are credibility, knowledge about the label and the effect on manufacturers.
Besides the DEEP study, in October 1998, the FEA ordered a study from the IMUG (Institute for Market-Environment-Society) to assess the success of the German eco-label. In this study, the effectiveness of the label was examined from the viewpoint of companies that were using the label as well as from the viewpoint of chosen experts. Approximately 1000 questionnaires containing several statements with the possibility of answering 'applies completely,' 'applies mostly,' 'applies partly,' 'applies less' and 'does not apply at all' were sent out to label-using companies, 317 were returned and 296 of these were used for evaluation. In addition, telephone interviews with companies as well as with experts from companies and from trade-related associations took place. 25 A questionnaire with similar questions to the IMUG study was sent to manufacturers who had successfully applied for the European eco-label. 26 The statements and results in percentage are shown in Tables 1 and 2 .
Credibility of the programme
Consumers cannot be expected to purchase products according to labels they do not believe in, neither can manufacturers be expected to change their production methods for obtaining a label they do not assume consumers will look for. One prerequisite is therefore the eco-label's credibility for both consumers and manufacturers.
The Blue Angel. At the beginning of this paper, it was explained that the Blue Angel was the first eco-labelling programme to be introduced and for 10 years remained the only eco-label worldwide. This leads to the question of whether the duration of an eco-label has any effect on its credibility among consumers, i.e. whether the longer consumers have to get used to the label, the more they become familiar with it, believe in the truthfulness of its statement and the more they actually consider it in their purchasing decisions. The DEEP study examined this question and attempted to find an answer. 27 In a consumer survey in all four participating countries, individuals were asked to name an eco-label spontaneously. In Germany, 56.6% showed knowledge of the Blue Angel, in Norway, the numbers recognising the Nordic Swan, the Scandinavian eco-label, amounted to 70%. Italy does not have a national label, but the European Flower has been awarded to products for sale in Italy, too. However, of all Italians asked, only 11% could name an eco-label. In Spain, 2.7% of all consumers asked were able to name AENOR, the Spanish eco-label. The results for the European Flower, however, were similar in all four countries with a level of recognition of 1.7% in Norway, 1.2% in Spain, 1% in Germany and 0.4% in Italy. 28 Considering the fact that the Nordic Swan was established 136 R. GERTZ in 1989 and the European Flower in 1992, only 3 years apart, these results provide no conclusive proof for the proportionality of the lifespan of an eco-label and how well-known the label is, particularly when comparing knowledge about the European Flower with knowledge about the Nordic Swan and their respective lifespans.
However, to determine credibility, this result needs to be taken together with the second question the survey asked, namely which organisation consumers would trust most to deliver a credible eco-label. 29 The choice was between environmental and consumer organisations, independent bodies, government and retailers. The results were identical in all four countries. Consumers placed the greatest trust in consumer or environmental organisations. Second came independent bodies, third governments and last retailers.
The German eco-label is governed by the RAL, a self-administered organisation of German industry responsible for quality assurance and labelling, and developed in connection with the Jury Eco-labelling, an independent body consisting of 13 members from environmental and consumer organisations, unions, trade, industry, crafts, communities, media, churches and the federal states, and with involvement of the FEA, a governmental agency. 30 The combination of these three types of stakeholders was deemed to be the most trustworthy, otherwise the Blue Angel would not be so well received by the population.
From the IMUG questionnaire, the statement that concerned credibility was the relationship the Blue Angel has with other labels, e.g. with the European Flower. A main argument for the use of the Blue Angel instead of the European Flower was the 'indication of its extreme credibility.' 31 Thus, companies using the Blue Angel have experienced that consumers trust in the label.
These results need to be seen together with the duration of the Blue Angel, which leads to a partially affirmative answer to the question of whether the credibility of an eco-label depends at least to some extent on its lifespan. This applies especially when one compares the results for the Blue Angel with those for the European Flower.
The European Flower. The analysis of the respective statements, namely 'the use of the eco-label has noticeably improved the sales of the products concerned ' and 'the use of the label has produced positive customer response,' showed a mixed result, consisting of two, seemingly contradictory, statements. The first statement concerning an improvement in sales showed a rather negative outcome with a high percentage of manufacturers replying 'applies less' and 'does not apply at all.' The second statement, however, showed that the label had produced positive customer response. However, this seeming contradiction shows that consumers who are already familiar with the product carrying the label are aware of the label to a certain extent. They apparently welcome the fact that the product with which they are familiar carries an eco-label, but the label does not attract new customers.
Knowledge about the eco-label
Eco-labelling is very much dependant on public knowledge about its existence. In order for any ecolabelling system to function it is therefore vital for both industry and consumers to be made aware of its existence and also of its significance. Likewise, industry needs to be informed of the existence 29 Ibid., p. 6. 30 See http://www.blauer-engel.de/deutsch/navigation/body blauer engel.htm. 31 HÄSSLER, R.-D., MAHLMANN, I. & SCHOENHEIT, I., op. cit., p. 20. of the system and, for the system to work, to be made aware of the advantages it can bring once a label is awarded. A question, which needs to be examined for the comparison of this particular criterion, is how well-known the eco-labelling programme is in the respective countries and how the eco-labelling programmes are advertised.
The Blue Angel. Research into the Blue Angel showed knowledge about the German level at its peak at the end of the 1990s, where a survey placed knowledge about the Blue Angel at 91%. 32 The success of the Blue Angel is to a large extent due to the contribution of media and consumer organisations. Local media and specialised press in particular have done a lot to raise environmental awareness among consumers. Likewise, they contributed greatly to the awareness regarding the Blue Angel and more generally to the increase in environmentally friendly consumption and production patterns. Consumer organisations started campaigns to educate consumers about self-certified products, i.e. products that bear the manufacturers' own label proclaiming environmental friendliness. The Blue Angel served as an instrument for this consumer education.
With regard to direct advertising, the FEA has published several brochures introducing and explaining the eco-label and it has also been maintaining a well-structured website, where consumers as well as manufacturers can access information.
In 2003, the Federal Minister for the Environment officially opened a large campaign, 'Aktion Blau' (Campaign Blue), advertising the Blue Angel. Between April and June 2003, the first part of the campaign took place, using traditional advertising. In December 2003, a national bill campaign was started, four new large bills advertising the Blue Angel were revealed and presented in eight large cities. Currently, about 6700 products and services carry the Blue Angel. 33 The European Flower. Under the old Regulation, the European eco-label did not prove to be wellreceived by manufacturers. 34 A survey conducted by the author in 1999 showed disappointing results. The number of companies that applied for the eco-label was low compared to the Blue Angel. Manufacturers who had applied for the European eco-label stated that they would not re-apply after the end of the contract due to a lack of positive results. Their turnover had not increased and they had not received any encouragement from consumers. 35 To reach consumers and manufacturers, the new European eco-labelling regulation moved the onus for advertising the European Flower from Community level to that of the Competent Bodies.
In order to provide European consumers with qualified knowledge on the eco-label and thereby motivate them to buy eco-labelled products, the national competent bodies in France, Italy, the Netherlands, United Kingdom, Ireland, Belgium, Austria, Sweden and Denmark initiated a European campaign called the European Flower Week for 2004. This initiative was scheduled in two phases. The purpose of phase one was to increase the number of licences with an improvement of 100% for countries with four or less licensed products, 50% for countries with eight or less and 25% for countries with more than eight licensed products. The objective of phase two was to increase consumer knowledge of the eco-label. 36 In countries where recognition of the label was estimated 32 SPILLER, A. (1999) 
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R. GERTZ to be less than 5%, knowledge was to be increased to 5%. In countries where knowledge had actually been measured, the aim was an increase by 25%. Phase one was scheduled to take place until September 2004 and to create the foundation for phase two. To do this, partnerships between industrial federations, manufacturers, retailers and non-governmental organisations were to be built and communication through networks to be furthered. 37 Phase two was to take place within the frame of a European Flower Week in October 2004 and was to be a simultaneous consumer campaign, with activities taking place in all participating countries. These activities were to take place in schools and in stores, supported by advertising and public relations. Campaign materials were to be prepared, and the stakeholders and networks to be encouraged to campaign in the same week. The aim with regard to knowledge among consumers was only partially fulfilled. In Denmark, Belgium and Sweden the campaign was successful concerning the knowledge level; in Italy, Austria, the Netherlands and France, however, the aims were not reached. The explanation given was that it was difficult to build on nearly zero knowledge with the limited resources available. 38
Effect of the label on manufacturers
Finally, a more practical aspect should be considered. The question needs to be raised whether the label actually grants the manufacturer an economic advantage or whether no real difference is experienced. If no real advantage would result for industry, the willingness to change e.g. the production methods would decrease and the applications for the label would decrease, as the label would be no incentive.
The Blue Angel. The IMUG survey commissioned by the FEA shows interesting results for the Blue Angel.
When asked about the market position of the companies, the estimation of whether the eco-label ensured a success in that endeavour differs between the companies asked. Altogether, the situation was judged rather sceptically by the companies, although approximately a quarter of the manufacturers found an improvement in their market situation. Directly connected with the change in their market position is the amount of time the company has carried the eco-label. According to replies to the telephone interviews with manufacturers, early users of the Blue Angel noticed a positive effect on their market position compared with competitors that did not have the eco-label at that time. The higher the proportion of eco-label users in one product category, the smaller is the positive effect on the market position of each company. However, medium-sized companies noted a special effect on their market position brought upon by the use of the Blue Angel. It was stated clearly in the telephone interviews that through the sale of so-called niche products, i.e. rather specialised products, these smaller companies can assert themselves against the mass production of the big companies. 39 With regard to the turnover of the products, companies expected to find that the products would sell better if they carried the Blue Angel. While it is difficult to assign the change in turnover to a single measure, manufacturers whose products carry the Blue Angel did not notice any significant change in sales of the product. A total of 40% answered 'applies less,' while 24% replied 'does not apply at all.' The amount of positive replies was considerably smaller, with 'applies partly' 37 http://europa.eu.int/comm/environment/ecolabel/marketing/flower week en.htm. 38 getting 26% and only 10% replying 'applies completely' and 'applies mostly.' However, the same phenomenon as with the first question also arose for the turnover of products: Companies that have been using the eco-label for a long time state that during the 1980s positive effects on the sales of the product could definitely be noticed. Again, it was observed that the effect the Blue Angel has on sales decreases proportionally with the growth of users of the label within the product category. Environmentally friendly products sometimes cost more than other products. This was the subject of the second question. The study showed that to a certain extent, consumers are willing to pay more for a product that does less damage to the environment. Still, manufacturers stated that the use of the Blue Angel did not improve their leeway in setting prices to a great extent. Frequently, an increase in prices cannot be carried through, so that in many cases the cost for application and use of the eco-label will not be distributed.
Very important to a company using the eco-label is also the reaction of their customers. Customers' reactions showed very clearly that the relief from the time-consuming search for environmentally friendly products which the Blue Angel brought about was generally welcomed. Still, this positive feedback could not be found in economic results. It was discovered during the telephone interviews that while customers found the Blue Angel to be very positive, if a competitor offered the same product cheaper without the Blue Angel, this cheaper product is bought even without the benefit of the eco-label. If the prices are approximately the same, the Blue Angel is a welcome side benefit.
The possibility of winning new customers through the use of the eco-label is rather small apart from one constellation. If a new product, a pioneer in the market, carries the Blue Angel, the possibility of winning new customers is definitely given, but, as mentioned earlier, the more the products carry the label, the less effect the label has for each producer.
A very interesting conclusion can be reached on the effect of the Blue Angel manufacturers. While the use of the eco-label made a rather large difference during the first 10 years of the label's existence, this effect has been decreasing steadily. The general consensus among companies using the Blue Angel now is that the eco-label has become a standard and it is expected of the manufacturers to have the label on their products.
The European Flower. The questionnaire results for manufacturers who had applied for the European eco-label showed different results from the German replies. 40 Regarding the market position compared with the competitors, none of the questionnaires returned showed the reply 'applies completely.' The reply most frequently given was 'does not apply at all,' followed by 'applies partly. ' When asked about the leeway in setting prices, the replies were similar to those for the Blue Angel. Manufacturers indicated that the eco-label did not allow them to increase product prices to claim back the money spent on licensing fees for the label. The most frequent reply to the respective statement on the questionnaire was 'does not apply at all.'
A similar response was received for the subject of the labelled product gaining new customers. The result for this statement was rather discouraging, as the two most frequent replies were 'applies partly' and 'does not apply at all.'
According to the questionnaire results, existing customers saw the use of the eco-label rather positively. The result for the question of whether the use of the eco-label had produced favourable 140 R. GERTZ customer response was more encouraging. The reply 'applies mostly' received a moderately high result, followed by 'applies partly. ' The final statement is the most important measure of manufacturer opinion as to the efficiency of the eco-label. The main incentive for manufacturers to go through the product testing and payment of fees is the financial motivation. Therefore, the result of the statement regarding the improved sales of products due to the use of the eco-label is a crucial statement concerning the overall success of the eco-label. The reply given most frequently to this statement was, however, 'does not apply at all. ' In 1999, Consumers International conducted a study called Green Claims-Environmental Claims on Products and Packaging in the Shops: An International Study. 41 A country-by-country shopping survey was carried out, whereby shoppers were asked to look for environmental claims on products in a variety of shops-general supermarkets, DIY shops, major department stores, electrical retail stores and office supply stores. In Europe, the survey took place in Austria, Belgium, Denmark, Germany, the Netherlands, Sweden and the United Kingdom. In and around Vienna, Austria, the two shoppers found a total of 153 products with environmental claims. None of these products carried the European Flower. The shoppers in and around Brussels, Belgium, also found no product carrying the European Flower. The Danish shopping survey took place in Copenhagen. While all freezers carried the EU Energy Label, the European Flower was not found. The survey in Germany, carried out in North Rhine-Westphalia and Greater Berlin found 731 products with environmental claims. According to the report, hardly any of these claims incorporated the European Flower. Shoppers in the Netherlands visited shops around The Hague. No product carrying the European Flower was found. In Sweden, the survey took place in Stockholm, Uppsala and a country village. No mention was made of the European Flower. In the United Kingdom, one product was found carrying the European Flower.
However, official figures say that ever since the Flower Week project started, the number of companies awarded the European Flower has increased by 80%, from 124 to 227. 42 The number of licences awarded in the participating countries set out in the campaign objectives were fulfilled in all and exceeded in some countries.
Conclusion
As seen, eco-labelling can prove to be a convincing case for deregulation to work well alongside mandatory legislation. However, its success depends on several factors. Because eco-labelling is an entirely voluntary programme for both consumer and manufacturer, the only incentive for manufacturers to make use of the eco-label can be a financial motivation, while for consumers the programme relies heavily on the wish to support environmental protection. Germany is a country where the national eco-labelling programme functions as a successful tool of deregulation because of the emphasis placed on advertising the label at its beginning combined with the relatively high environmental consciousness of consumers. Still, Germany also has strong environmental protection legislation consisting of over 60 statutes and bylaws, which the eco-labelling programme supports and complements. Accordingly, in Germany an instrument of deregulation works successfully alongside legislation. One question the success of eco-labelling in Germany and Norway raises is whether an eco-label can only achieve a degree of success in a country with a relatively high environmental consciousness among its population. Considering the failure of the Flower Week campaign to raise the knowledge level about the European Flower in several of the participating countries, an affirmative answer to this question seems obvious. This, however, does not take into account the fact that some of these countries, such as Austria, have a reasonably successful national eco-label. This shows that there is no single answer to the question. Several aspects need to be taken into account for predicting the future success or failure of the European eco-label.
In addition to the environmental awareness and the existence of national labels, the economic situation in a country is likely to play a role. If the unemployment rate is high and economic expectations are lowered, concern for environmental matters is likely to recede behind financial worries. If eco-labelled products are more expensive than other comparable products, the eco-label will probably begin to fall under the 'luxury' item category-items that are not absolutely necessary. Shoppers are then more likely to compare prices than environmental friendliness.
With regard to the European Flower, however, the DEEP project seen together with the previous questionnaire has shown that the label can be considered only moderately successful. The eco-label under the new Regulation, having only come into force at the end of 2000, has not yet had sufficient time to establish itself. With the long-established labels like the Blue Angel coexisting with the European Flower, there are several possible future developments. While the intention the European Flower set out in the Working Plan for the European Eco-labelling Board is for a complementary relationship between European and national labels, a competitive relationship is also possible, albeit undesirable.
The results of the first major advertising campaign under the new Regulation provides a slightly more promising outlook to the future, albeit not in every participating country. While the overall rise in licensed products is a positive development, it will remain in the power of the consumers, and thus the financial incentives for manufacturers, whether the European eco-label will ever show that deregulation in the form of an eco-label is possible at EU level.
Due to the lack of homogeneity between EU member states with regard to environmental consciousness, it is likely that there will always be a difference in the success of the European Flower. Still, regular advertising and awareness-raising campaigns are, as seen from the Flower Week, important tools for ensuring at least a modicum of success.
